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Abstract: The luxury tourism industry immediately conjures up thoughts of exclusivity, with access
to it confined to a small and elite group of travelers often located within their own social bubble.
Our systematic literature review seeks to understand how tourism scholarship has addressed the
issue of luxury travel based on social media pronouncements and the areas of concentration in
which earlier studies have been conducted. Literature was sourced using the following key terms
“luxury tourism”, “elite travel”, “social media”, and “sustainability” in various combinations using
the OneSearch online platform, the Proquest Database, and Google Scholar. Only peer-reviewed
journals were used for the critical analysis. Three main thematic areas were identified and reviewed:
(1) the role of social media in luxury tourism; (2) the behavioral attributes of luxury travelers’ when
using social media; and (3) the methodologies employed in the extant literature, given the limitations
of accessing specific data for the luxury tourism market. The selected period for the journals and
articles reviewed was the last ten years, from March 2010 to March 2020. NVivo version 12 was used
to decipher the themes and focus areas as well as quantify the significance of social media to luxury
tourism. Drawing from these literature review outcomes, the study explores future research areas
and issues that require new theoretical and methodological frameworks to further our understanding
of the intersection between social media and the luxury tourism business.
Keywords: luxury tourism; social media; integrative literature review; sustainability; competitiveness
1. Introduction
Sustainability is an emerging concept within tourism marketing. According to Andri-
ate and Fink [1], economic progress, social equity, natural resources, and environmental
conservation are the three main dimensions of sustainability. The sustainable management
of resources creates an environment that facilitates the economic, social, and aesthetic
needs of society [2,3]. Sustainability is also an important vehicle from which higher levels
of business competitiveness can be generated [4]. Previous research revealed the influence
of sustainability factors on tourism business performance and tourist decision making in
different tourism sectors such as hotels [5], cruises [6], and restaurants [7]. Moreover, due
to the considerable impact of the tourism industry on the environment, as well as the signif-
icant growth in the number of environmentally conscious tourists, tourism providers have
seen such opportunities as a critical source of competitive advantage moving forward [8,9].
According to Han et al. [10], green practices have provided an important marketing tool for
the hotel sector. Moreover, from a luxury lodging perspective, research by Price et al. [5]
has highlighted the importance of marketing sustainability.
To effectively market themselves as being green and sustainable, many businesses
have actively embraced the use of online and social media technologies [11]. For many
tourism businesses, online visibility is seen as a crucial source of capitalizing on the types
of competitive advantage that drive business performance [12,13]. Social media platforms
provide an important means from which consumers share their opinions and seek travel
Sustainability 2021, 13, 1216. https://doi.org/10.3390/su13031216 https://www.mdpi.com/journal/sustainability
Sustainability 2021, 13, 1216 2 of 13
information [14–16]. Traditionally, marketers have used social media as a highly effective
and affordable promotional tool from which they can distribute important information
about their brands, products, and services [11,16–18]. In the tourism industry, social media
has been an increasingly popular tool for both businesses and consumers alike, while it has
also become a hot research area in the hospitality and tourism academic community [13].
Social media tools have been instrumental in changing the communication landscape
for businesses [19], with social media networks (SMNs) playing an important role in the
tourism industry. According to Minazzi [20] these SMNs are defined as “websites that
allow subscribers to connect and interact with other people . . . [which] creates a group
of people who share information and content”. Now, as a well-adopted communication
channel, social media has played an integral role in raising awareness around the need for
the tourism industry to embrace higher levels of environmental performance.
Luxury tourism has grown significantly in recent times, with the sector now worth some
US$ 891 billion in 2019, a figure that is expected to grow to US$ 1.6 trillion by 2026 [21]. While
the economic size of the sector has grown enormously, so have efforts by the industry to
utilize social media as a means of engaging with its consumer base. From a luxury tourism
perspective, social media adoption and the big data analysis that stems from this use has
become an increasingly important component to the strategic management of a luxury tourism
brand. To understand consumer perceptions, scholars have accessed comments from guests
who have stayed at luxury hotels through social media interactions [15,16] and online rating
and sentiment analysis [22]. Our study differs from these empirical works, as we adopt an
integrative literature approach. Through a systematic assessment of the literature, we are able
to determine the types and scale of studies conducted on the intersection of social media and
luxury tourism. The nature of these works are now assessed.
The current article is organized as follows: the literature review section provides
an overview of the key concepts, “luxury tourism”, “elite travel”, “social media”, and
“sustainability” in various combinations using the OneSearch online platform, the Proquest
Database, and Google Scholar. In attempting to unpack sustainability from the triple
bottom line context, Kulhman and Farrington [23] highlight the importance of “profit”
for business (economic) and “happiness” (social) for people, which are often mediated by
technology and at all times have to incorporate environmental aspects. From the outset,
we clarify that when these words intersect, the literature tends to focus on the economic
viability of the luxury travelers using the social media and of the businesses to reach out
to this high-end market segment. Hence, as we review further, there is a realization that
the sustainability aspect prefaced in this paper is very much about learning how luxury
businesses can sustain their reach to the luxury market through social media.
We describe the methodological approach by explaining the article selection process,
including the search criteria used for the literature review, where the different social
platforms are identified and the types of respondent or text data are examined. The findings
on the luxury travelers’ purpose and the types of interface on social media are further
synthesized from the selected articles. This is followed by a section on the theoretical and
practical implications of the research. Finally, we note the limitations of the study and areas
for future research, before providing some concluding remarks.
2. Study Approach
An integrative literature review is a unique form of methodological approach that
allows for the establishment of new forms by understanding through a systematic assess-
ment of relevant literature [24,25]. This integrative literature review effectively summarizes
and analyzes a specific genre of extant literature [26–28]. Such an approach can unveil
new perspectives on areas of research that may have drawn a range of contradictory find-
ings [24,25]. Following earlier guidelines established by Torraco [24,25], our integrative
literature review begins by searching for and choosing relevant articles from the current
empirical literature. To do this effectively, we have embraced Callahan’s [29] six impor-
tant criteria for carrying out an integrative literature review. (1) Where were the articles
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obtained from (i.e., databases)? (2) When was the database search done? (3) Who was
responsible for conducting the search? (4) How were the articles located? (5) How many
articles were identified, and what was the final number of articles chosen for the research?
(6) Why were the selected articles chosen [27–29]?
When the initial article search was conducted between July and August 2020, the
OneSearch online library platform, and in particular the ProQuest and JSTOR databases,
were used. A final search on Google Scholar was also conducted to expand the collection
given that luxury tourism is a niche area and combining it with sustainability and social
media appeared to be an underexplored topic. The keywords “luxury tourism”, “elite
travel”, “social media”, and “sustainability” were searched using various combinations.
These words were chosen because they are contextually identifiable with the topic and
in the tourism literature; these terms are synonymous with industry practice as well.
Additionally, to ensure that the articles examined the relevant key words, only studies in
which the search terms appeared either in the titles, abstracts, or keywords were included.
Following our detailed database search, a total of 4769 journal articles were collected.
Of these articles selected, we limited the time period to March 2010 to March 2020. This
was premised on a preliminary search of the keywords to underscore sufficient availability
of studies in our topic. Furthermore, a 10-year period starting from 2010 provided a clear
direction in the world economy recovering from the global financial crisis of 2007–2008.
Similar to luxury products, luxury tourism faced the conundrum of whether to jump
into the online business of engaging customers where the market segment emphasized
personalized services, in-house retail, and an exclusive experiences. As each of the top tier
luxury businesses, such as Hermes, Louis Vuitton, and the likes, digitalized their services
and products, it became very clear that the transformation of the luxury sector was already
taking place even for top-end luxury travel businesses as home webpages became the norm
for private jets, luxury yachts, and signature high-end resorts [30,31].
We were able to further narrow our search with the function of selecting scholarly and
peer-reviewed English language journal articles. This yielded 524 articles. Of these, the
disciplines varied primarily in economics (128), business (100), geography (74), environmental
sciences (61), and sociology and social history (51). The One Search aggregate function
allowed us to select studies according to specific subject categories. The following categories
were used, with the number in brackets indicating the total number of relevant studies in
this area. The subject areas were: the hospitality industry (16), hospitality, leisure, sport and
tourism (44), hotels (14), hotels & motels (25), the internet (18), communication (16), sports,
gambling, restaurants, recreation, and tourism (27). Upon selecting these subject terms, a total
of 171 articles were selected and reviewed to further decipher if they were relevant to our
topic on the role of social media in luxury tourism and business sustainability. A final total of
16 articles were found that connected luxury tourism, social media, and sustainability.
3. Findings and Analysis
In the luxury tourism industry, the sustainability of social media strategies that effec-
tively interact with the client are very important. In this section, we provide an overview
of the key thematic areas that are relevant to the use of social media in the luxury tourism
industry. In particular, we discuss the significant results that have been obtained from
empirical studies on this topic. Furthermore, we included a theoretical lens that explains
the challenges of using social media from a luxury tourism point of view, as well as an
assessment of the key methodological approaches that have been used in the field.
NVivo software was used for the data analysis. In comparison with other qualitative
data analysis tools, such as Leximancer, Nvivo is more efficient for small sample sizes [32]
and has the function to produce a word cloud and word count for each theme or frequency
of the words used. Hence, the use of NVivo software allowed us to present a table of
frequency and the number of words that highlight the significant areas of studies where
the benefits of social media platforms can be further leveraged in the future. A summary
figure is drawn from the literature to determine the actual underpinnings of sustainability
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in the relationships between luxury tourism and social media. The findings are revealed
regarding both the type of information that luxury travelers seek and what businesses in
this segment can leverage from the type of presentation in their media omni-channels.
Social media has played an increasingly important role in promoting the luxury
tourism sector in recent years. Given its significance, many researchers have sought to
better understand its role. An assessment of the extant literature showed the various
ways in which social media has been used as an important communication tool for luxury
tourism businesses. In particular, electronic word of mouth through social media posts
has become a key revenue and sales source, with research showing the role that hotel
reviews and ratings play in this regard. To assess the importance of these reviews, Blal and
Sturman [33] evaluated various market segments using a review system that was parsed
into the volume (the number of reviews about a hotel) and the valence (the ratings in those
reviews). From their research, they found that not only do these reviews drive revenue,
they also showed that the valence of those reviews has a greater effect on luxury hotel
revenue, while the volume of reviews has a greater effect on lower-tier hotels.
In other studies on social media effectiveness, Leung et al. [34] compared message strate-
gies across hotel-scale levels (luxury, upper upscale, upscale, upper midscale, midscale, and
economy) and explored the effectiveness of different message strategies. From their analysis,
they were able to show that the typology of a Facebook message strategy consisted of two
dimensions, dealing with both “what to say” and “how to say it”. Moreover, their results
showed that hotels at different scale levels use Facebook in different ways as a marketing tool.
In the case of luxury hotels, Facebook was predominantly used as a tool for brand building.
More recently, Rizika and Syarif [35] provided an analysis of the effect of Instagram engagement
on purchase intention and the luxury value perception in the restaurants of high-end hotels. The
results of their study showed that the use of social media in this way had a significant impact on
both a consumer’s intention to dine at the restaurant as well their luxury value perception. Such
impacts provide further evidence of social media’s ability to enhance operational performance.
In terms of the luxury tourism sector, social media adoption and the big data analysis
that stems from this use has become an increasingly important mechanism from which
luxury tourism brands are strategically managed. To better understand consumer per-
ceptions, scholars have accessed the social media interactions of luxury hotels. In this
regard, Giglio et al. [16] systematically monitored the social media use of six luxury hotels
in central London (UK). Using Wolfram Mathematica software, their results highlight
the extent to which big data analytics and machine learning algorithms support luxury
hotel managers as they systematically monitor social media. Another identified study by
Xiang et al. [36] utilized the social media analytics procedure identified in earlier studies
by Abrahams et al. [37] and Fan and Gordon [38] to assess whether any differences exist
between the TripAdvisor, Expedia, and Yelp platforms in terms of customers ratings, and
review the relationship between a wide range of features such as linguistic and semantic
features, sentiment, and helpfulness. Using a text analytics approach and subsequent re-
gression analyses, Xiang et al. [36] showed that the online review data obtained from these
platforms can be considerably different in both content and structure. More importantly,
their work makes an important contribution to the epistemology of social media analytics
by suggesting that studies directly drawing data from online websites must consider the
characteristics and potential biases that may exist within social media data.
Table 1 provides a summarized list of the articles reviewed with an indication of
the social media used to further trend spot luxury travelers’ attributes when they access
platforms such as Facebook, Instagram, TripAdvisor, Yelp, Expedia, Twitter, travel supplier
websites, and other social network media sites. In these collections of media networks,
we can single out the travel supplier websites as a touch point for businesses to create
their own direct communication with luxury travelers. In the case of the destination
Turkey [39], interactions with hoteliers appear to yield higher engagement, as do websites
with multimedia content. Where there are story narratives, as in the case of cruise liners,
the appeal to luxury travelers tends to be greater too [40].
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Table 1. Summary of research studies identified in literature 2010–2020.
Authors by Year of Publication Findings Summary Social Media Platforms Study Location
Cervellon & Galipienzo (2015)
Young adults using Facebook prefer information rather than emotional
appeal. However, the intention to stay at the luxury hotel is not influenced
by Facebook.
Facebook Sydney, Australia
Blal & Sturman (2014)
Reviews related to emotional aspects have a greater impact on luxury hotel’s
revenue per available room(RevPAR). However, sales RevPAR for the room
declines when there is an increase in the volume of reviews.
Chain hotel reviews and ratings posted on
travel websites Worldwide
Park, Ok & Chae (2016) Analytics from Twitter on cruise travel reveals postings from celebrities, webbloggers, and the supplier itself. Twitter Bulgaria
Ryschka et al. (2016) Speedy response in social media is essential for affecting positive perceptionof cruise liners. Social media (Broadly) The United States and Germany
Leung, Bai & Erdem (2017)
Picture messages have an appeal. Involving the prospect in the website and
highlights on products and brands tend to be more effective compared to
promotional material.
Facebook and Twitter North America
Xiang et al. (2017) Discrepancies in the representation of luxury hotels in reviews posted. TripAdvisor, Expedia, and Yelp Manhattan, New York City
Tom et al. (2017) Luxury hotel guests though they enjoy using social media networks do notnecessarily have the intention to continue using the medium. General General
Flávio et al. (2018) Multimedia content that is both engaging and embeds storytelling can bemore appealing. Website, Facebook, Twitter Cruise Liners’ Website, Facebook, and Twitter
Huang, Ha & Kim (2018) Language and image fluency are important appealing factors in thenarrative delivery. Social media (broadly) Online
Liu, Wu & Li (2019) Millennials are trigger motivated to travel to similar luxury destinationsbecause of sharing on social networks. Social networking sites Online
Giglio et al. (2019) Photos shared by travelers suggest a higher impact on their luxury hotelbrands experience. TripAdvisor UK
Kucukusta, Perelygina & Lam (2019) Corporate social responsibility (CSR) traction is high in communication andengagement through social media. Facebook Hong Kong
Dolan, R., Seo, Y., & Kemper, J. (2019) Responses to complaints is an act of value co-creation or a preventionof co-destruction.
Customer reviews and feedback social
media broadly Australian Airlines website
Vo, Chovancová & Tri (2019) Women are more sensitive to website functionality compared to men. Customer experience on hotel websites Vietnam
Rizika & Syarif (2020) The luxury Skylounge Restaurant appealed to the Instagram users by theirintention driven by functional and social values. Instagram Indonesia
Aydin (2020)
Higher engagement was observed in the website interactions of 5 star hotels
in Turkey on a site where the hoteliers were responsive and the content was
filled with pictures.
Website user interactions Turkey
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In terms of social media’s ability to influence decisions on the selection of a hospitality
service provider, Cervellon and Galipienzo [41] examined the response of Facebook posts
made by a luxury hotel to ascertain whether they held an informational or an emotional
appeal. From their research, they showed that an informational appeal is more effective
than an emotional appeal in improving the attitude that consumers have towards the hotel
and in improving the perception of quality. However, social media had no influence on the
intention of a consumer to stay at the hotel and follow the hotel on Facebook. More recently,
Liu et al. [42] utilized social comparison theory to reveal why and under what conditions a
tourist’s positive experience sharing may trigger millennial consumers’ destination visit
intention. They showed that for consumers with low levels of self-esteem, the luxury travel
experiences that had been shared through social media helped to stimulate their intentions
to visit the same destination. Moreover, the study found that destination visit intention is
often caused by a benign envy that one has of the experience sharer.
Social media is also widely used to achieve customer retention goals. Tom et al. [43]
showed that five external dimensions (social influence, enjoyment, accessibility, perceived
benefits, and trust) influence luxury hotel guests’ acceptance of social media networks.
They also found that enjoyment, although qualitatively proposed, does not influence
luxury hotel guests’ continued social media usage intention. A key part of retention is
developing a sense of consumer loyalty. For luxury cruise operators, Heinze et al. [44]
showed that social media tools are critical in both enabling and enhancing customer loyalty.
Moreover, they showed that cruise operators must ensure that their social media messaging
is authentic, personalized, open, honest, and transparent in order to achieve their long-term
social media strategies. Brand perception is another important facet of customer loyalty
and retention. Ryschka et al. [45] provide an interesting take on this issue by examining
how social media can be used to manage brand reputation in the event of a crisis. Their
study found that the speed of social media response, brand familiarity, and the cultural
values of the respondent impacted the perceptions of a luxury cruise line’s reputation
following a crisis.
Other studies highlighted how social media is also used to achieve corporate social
responsibility (CSR) goals as well. An analysis of Facebook posts by Kucukusta et al. [46]
showed that although marketing-orientated posts are more prevalent than CSR-related posts,
they nonetheless achieve a similar level of popularity and engagement. Moreover, posts
that seek to encourage CSR practices recorded the highest level of customer engagement of
the CSR-related posts. An assessment of social media engagement was also conducted by
Tiago et al. [40] in their analysis of luxury cruise ships. From their analysis, they showed
that to achieve a content-oriented business strategy, these businesses need to adopt a social
media approach that shares rich multimedia content across multiple platforms.
Despite the growing popularity of social media use across the luxury tourism industry,
some tourism providers are still in the early stages of social media adoption. From a luxury
tourism perspective, Yoo and Loo [47] investigated the role of social media in marketing
heritage tourism businesses. By focusing on the Facebook posts from heritage-listed hotels
in the US, they showed that most of these hotels focus on providing textual content about
their historical background rather than developing a diverse array of engaging content for
Facebook users. In other works, Ponte et al. [48] showed that luxury Spanish hotels, which
use Facebook as a communication channel, mainly focus on their customers, ignoring
their other key stakeholders in the hotel industry. In other words, the hotels see social
media as a channel to publish only marketing related information. Another challenge is
the need to develop different social media strategies for different target markets, especially
when considering the diverse needs of children and female customers [40]. A social media
presence can create sustainable competitive advantages for luxury tourism providers by
driving customers’ purchase decisions and enhancing customer relationships [47,49]. Given
these influences, a key challenge for tourism providers is to improve the quality of their
social media content to better engage with potential customers.
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An assessment of the extant literature shows that the methodological approaches used
in the luxury tourism field fall into three categories: quantitative, content analysis, and
a mixed-method approach. From a quantitative perspective, many examples exist. For
example, Rizika and Syarif [35] investigated the relationship between Instagram engage-
ment, luxury value perception, and purchase intention within the context of luxury dining.
Tom et al. [44] used interviews and online questionnaires to test an extended technology
acceptance model (TAM) model by incorporating satisfaction and continued user intention
to the model.
Finally, content analysis is the other popular research method used among social media
studies. In this regard, researchers have analyzed text data by examining the social media
posts of travelers, through platforms such as Facebook [41,47]. In other works, visual data
has been used. For example, Giglio et al. [16] evaluated 7395 pictures from TripAdvisor to
highlight the importance of big data analytics in developing brand management strategies
within the context of luxury tourism. To supplement this finding, in a recent survey from a
range of young to elderly adults, Shin and Back [50] found that the meaning of luxury can
be inferred from photos of holidaymakers posing idly, where the element of timelessness
is an indicator of a lifestyle of the rich. These images were taken from a sample of social
media as part of an investigation to identify the perception of luxury.
While Facebook postings are surfed for information, emotional postings are generally
unappealing to luxury travelers and have little influence on one’s intention to travel to a
particular destination [41]. Promotional material is often imbued with emotional attributes
that can reduce the appeal of an attraction to luxury travelers [34]. The number of reviews
on the hotel site itself may have an impact if the quantity is small, however, its influence
subsides as the number of reviews grow larger [33].
Based on Figure 1, there are three types of social media posts that have different roles
in luxury travelers’ acceptance of social media and the subsequent success of the social
media posts. Social media posts by suppliers (e.g., hotel posts on Facebook) lead to high
levels of user engagement. Hence, they are perceived as providing highly informative
content. However, these types of posts do not contribute to any form of emotional response.
Among the social media posts by travelers, visual data such as photos are well-received by
travelers and may influence a consumers’ perception of luxury brands and potentially en-
courage a favorable message response. Finally, while storytelling posts are often successful,
promotion and reviews show lower levels of acceptance [34,51].
In many of the studies surveyed here thus far, the industry assumption that luxury
travelers do not really depend on social media appears to be true. From our analysis,
and as shown in Figure 1, social media has two key attributes that are essential in the
understanding of luxury travelers. Firstly, social media is primarily used for information
by luxury travelers [41]. Secondly, though not revealed in this survey of studies, it can be
inferred that luxury travelers continue to have their own network beyond regular social
media networks. An interesting finding in this regard suggests that in tweets about cruise
liners, the major participants providing information, or the dissemination of appealing
destination postings, are celebrities, bloggers, and cruise liners or agents; and not the clients
themselves [18]. Another important principle of sustainable business to consider when
it comes to luxury travelers is that they do not necessarily have the intention to continue
to use the social media applications [43]. Luxury travelers are known to rely widely on
personal relationships with agents and travel consultants for their travel arrangements [52].
As part of our assessment of the literature, we also sought to determine meaningful themes
and useful trends for businesses in the luxury travel segment. The most repeated words in
the abstracts are presented in the word frequency list in Table 2.
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Based on the text search and word count on a weighted index of key terms, we found
that social and media combined together had a word-use frequency of 57. This reflects
a high relationship between luxury travelers and social media, which we later discover
that it is based on information seeking more than networking. Based on the abstracts,
the studies used Facebook (8), Instagram (4), and Twitter (4) as social media platforms
to investigate the luxury travelers access and preference characteristics. Clearly, luxury
hotels (37) and cruises (11) received more attention in the studies compared to restaurants
(6) and transportation (6). The frequency of analysis from Twitter (6) and Instagram (4)
suggests that these were less important platforms for luxury travellers. Indeed, there are
private networks and other mobile applications that are limited by exclusive membership
and restricted accessibility [18] which might partly account for the challenge of obtaining
research data. Some examples not highlighted in any of these literature are private social
networks such as aSmallWorld, Diamond Lounge, and Squa.re [53].
Readings from the relevant literature and the emphasis of key words demonstrates
that “media”, and “luxury” and “tourism” are mostly interlinked with hotels and cruises.
It is also clear that social media studies in the luxury tourism industry have so far focused
on Facebook, and beyond that, word of mouth. Hence, in the decade chosen for this review,
there remains a gap in the literature as there has only been one study on airlines [39] and
not much exploration in terms of attractions and luxury yachts or trains. Tweets appear to
be important for businesses and consumers operating in the sector but not as significant
as Facebook [18,34]. Issues related to sustainability are secondary as far as information
sought by luxury travelers is concerned.
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4. Concluding Remarks and Future Research Opportunities
Our research has examined the associations between luxury tourism, social media,
and sustainability. To date, very little research has addressed the implications of social
media from a luxury tourism perspective. Given this gap, our work makes several im-
portant research contributions to the sustainability of the luxury tourism sector. Several
key findings have emerged from this systematic literature review. The reviewed studies
were divided to three major categories: (1) the role of social media in luxury tourism;
(2) the behavioral attributes of luxury travelers when interfacing with social media; and
(3) the methodologies employed in the extant literature. Most of the articles fall into the
first category.
Overall, our study showed that the sustainability for the luxury tourism business is
essentially defined by the way in which the social media is presented. Social media posts
are considered by travelers to provide a good source of information. Moreover, luxury
travelers appear to favor content that is informative rather than emotional. Therefore,
not all luxury tourism providers have been successful in terms of creating successful
emotional value for travelers via social media posts. The results from our word cloud
showed that social media platforms are subscribed to by luxury travelers, but the link to
sustainability aspects may be less of a reason than the information these platforms provide,
or the expectation of quick response to a query [45,46].
The advantages of conducting studies based on mainstream social media are that we
can assess the extent to which such a platform appears to inform the luxury travelers, and
see that they have minimal interaction with the social network beyond seeking information.
This is important information as it provides a direction for practitioners who wish to
penetrate the luxury market and sustain a business in this high-end market, showing
them that they may need to look at more specific social networking sites. This study also
clearly adds value to the study of sustainability in tourism, indicating that promotion
related to sustainability is more efficient if it is informative rather than as a promotional
item. As a disadvantage, studies based on mainstream social media may be a limitation to
understanding the intersection between luxury travelers and the aspects of sustainability
pertaining to a market that is more exclusive and often operating in a community that is
less accessible to researchers.
Nevertheless, an analytical assessment of the literature provides clear terms of en-
gagement for industry practitioners. Speedy response to queries, information driven
presentations, and vivid photos are ideal elements for sustaining interest in their travel
products or services. In the other words, social media posts, by increasing customer en-
gagement, may influence customer purchase intention [16,34]. However, luxury tourism
providers should develop strategies that fully utilize the benefits of other rich forms of
content such as videos etc. From a luxury tourism perspective, our study showed that
the role of social media is largely relegated to one of information provider rather than a
channel for developing social networks of sharing information and engaging in discussions.
Luxury travelers are unique and as such, the way in which they engage with social media
platforms is different to that of other market segments in the tourism industry. Luxury
tourism agents need to be mindful of this and be prepared to adjust the way in which
they communicate through these channels. These practical implications mean that service
providers must also be ever present in the popular social media network to respond to
discrepancies or misinformation quickly [36]. Another finding is the emergence of using
social media as a platform to communicate the CSR activities of luxury tourism providers,
allowing organizations to engage with all stakeholders [46]. Finally, due to the low accep-
tance of promotional content by travelers, our study suggests that social media should not
be used as a promotional platform in the luxury tourism market [39].
This review found that luxury travelers surf popular social media sites for information
and engagements primarily which come in the form of questions and responses. By
synthesizing the various findings from the literature in the last ten years, our analysis
was able to raise three pertinent questions that future researchers may explore. Firstly,
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given the industry assumption that luxury travelers continue to seek assistance from travel
consultants and private networks for their travel arrangements, does popular social media
provide an ample avenue to aid in their decision making? Secondly, will researchers be
able to break the barriers of private social media networks to gain better insights to the
behavioral and appealing attributes of these sites for luxury travelers? Thirdly, the global
agenda of sustainability and the discipline of tourism may perhaps benefit from such
penetrating studies to achieve a deeper understanding of luxury travelers’ attitudes to
environmental issues connected with travel.
Our study highlighted the important need to further assess the relationship between
social media and the luxury tourism business. However, while social media sites such as
Facebook, Instagram, and Twitter have a very large and wide audience appeal; supplier
websites for businesses such as hotels, cruise liners, and airlines provide a space for
comments and publicly viewable reviews; and agents of travel service providers, such as
TripAdvisor, host reviews and ratings. There has been a lack of research focus that compares
the directness or types of sentiments expressed across all three types of communication
channels. Such a comparative study can be meaningful for luxury businesses wanting to
improve how they communicate across these channels. Another area for future exploration
relates to the following questions: why are luxury travelers not very keen on using social
media applications? Why are they overly reliant on cognitive types of media? Given the
limited role that social media has had on the luxury tourism market, what technological
innovations can be used to disrupt the so-called “old boysetwork” which occupies parts of
the luxury tourism sector? This may require extensive research that goes behind the world
of luxury travelers to understand their travel and online network community behaviors.
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